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“Corporate Affairs” 
Public relations and asbestos  
production:  a social history 
 
Kristin Demetrious  
Deakin University, Australia  
 http://www.adfa.org.au/news2012.html 
This presentation is in three 
parts:  
Part 1: Asbestos production overview 
 
Part 2: PR and Knowledge Asbestos  
 
Part 3: My research approach and findings  
 
 
Asbestos 
 Asbestos is a naturally occurring mineral, now known to 
have dangerous carcinogenic properties, that was mined, 
commoditised, manufactured and sold commonly throughout 
the twentieth century as a building material and in other 
products.  
 
 Its industrial production dates back to the nineteenth century 
and occurred in many countries including Australia, South 
Africa, Canada and the US.  
 
Global players  
 In the 20th century the major global players were the UK-
based Cape Asbestos and Turner & Newall, and US-based 
Johns-Manville Corporation “which became the biggest 
asbestos miner and manufacturer in the world” (Hills 1989, 
10).  
 
 Hills said that the “Big Three” “dominated the industry that 
was to put “tens of millions of tons (an estimated 20 million 
tons in the US alone) of asbestos into ships and planes, 
office blocks and suburban homes, cars and kitchens, railway 
carriages and water pipes on every continent, even 
Antarctica” (1989, 10).  
 
Publicity shot for Turner & Newall  
circa 1957 
 
 
 
 
 
 
 
 
  
http://blogs.mirror.co.uk/asbestos-campaign/2009/03/how-turner-newell-condemned-
it.html 
Australians and asbestos:  
 Australia has one of the highest rates of asbestos-related 
death in the world.  
 Health risks associated with asbestos are long term and 
growing:  
 “As these can take a number decades to develop, it is likely 
that the effects on the Australian community of exposure to 
asbestos will continue to increase into the 21st Century”  
  (Australian Government “Asbestos Related Diseases”). 
James Hardie Industries 
Limited 
 The principal Australian company that manufactured 
asbestos products used in both public and private buildings 
for the Australian and British markets.  
Asbestos production in Australia  
James Hardie Factory Rivervale, Western Australia   
 
Source: http://www.asbestosdiseases.org.au/asbestos-in-the-community.html 
 
Aerial photograph of James Hardie Industries, Welshpool, 
Western Australia, 1964 
 
 
 
 
 
 
 
 
 
 
 
 
              
 
   http://innopac.slwa.wa.gov.au/record=b2405343#.UbKtKVfQp8E 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                       Source: http://monash.edu/library/collections/exhibitions/home/virtual/photos/photo13.html 
 
 
 
 
 
 
 
 
 http://innopac.slwa.wa.gov.au/record=b2405085#.UbKt7lfQp8E 
Known risks of the industrial 
production of asbestos 
 Traced to the nineteenth century, when people began to 
notice the ill effects on millworkers from asbestos factories in 
Manchester and Birmingham.  
 Hills (1989) states that in 1906 the British Government 
established a Parliamentary Commission to investigate 
conditions in the factories which, by 1927, led to the 
classification of the disease “asbestosis.”  
 “The alarming social effects were also prominently 
canvassed in 1964 in a conference hosted by the New York 
Academy of Sciences” through the efforts of Dr Irving Selikoff 
Production grows despite known 
risks   
 Tweedale and McCulloch argue that production of asbestos 
continued to increase between 1960 and approximately 1980 
despite the growing concerns about the health risks it 
presented (2011, 1).  
 They explain that “[t]he asbestos multinationals – Johns-
Manville, Turner & Newall, Cape Asbestos, Eternit, and 
James Hardie – were powerful enough to influence the media 
and scientific debate”.  
 “Most leading asbestos scientists had links to the industry. 
The asbestos industry’s critics were dismissed as 
subversives or accused of having links with trade unions and 
personal-injury lawyers” (2011, 1).  
 
PR and Asbestos  
 Public relations was a key tool in the suppression of 
information about the lethal and long term effects of asbestos 
and in the management of the activist groups that mobilised 
to expose the hazardous nature of the material and to seek 
reparation.  
In the US and UK, Hill & Knowlton:  
 In 1968, T&N circulated a confidential five-point plan entitled “Putting the 
Case for Asbestos”. Drafted by the international PR firm Hill & Knowlton and 
designed to enable staff to field questions about asbestos cancer, it began, 
in capital letters: “NEVER BE THE FIRST TO RAISE THE HEALTH 
QUESTION.”  
 
 T&N Board meeting minutes of 25 May 1967 “Under the heading ‘Publicity in 
the UK’ … suggest that much of what was being said about asbestos was 
‘alarmist’ and ‘ludicrous’”. (Rochdale Online 11/9/2013). 
 
 Ed Howker:  “When government departments did raise questions about the 
safety of asbestos, the Board of Trade intervened, arguing that any 
suggestion that asbestos presented a danger would damage British jobs. So, 
the sale of asbestos products continued to grow in the UK throughout the 
1960s and 1970s.” New Statesman (28/8/2008) 
 
 
 
 
In Australia, Eric White and 
Associates (EWA) 
 Was established in 1947 founded by Eric White “who had 
worked for three years as Public Relations Director for the 
Liberal Party of Australia” (Burton  2007, 189). 
 
 EWA’s global reach led to the company becoming an affiliate 
of the giant US RP company, Hill & Knowlton, which finally 
took over the company in January 1974” (Burton  2007, 191). 
 
PR disseminating knowledge  
 “Such tragedies are seen to arise out of a complex web of 
relations between capital, government, public, consumers 
and the workforce. Each of these sets of relations is 
mediated through the opinions, prejudices and actions of 
technicians. Those technicians are centred in state and 
federal authorities, in industry and in medicine. “  
   (McCullogh 1986 p 257)  
 
 The role public relations played in bridging these position is 
not fully understood.   
PR and resistance  
Conditions that enabled a long-term public relations campaign 
to sanitise the serious health issues associated with asbestos 
over the late twentieth century: 
 Socio; 
 Economic;  
 Cultural.  
Socio conditions   
 A general expectation a passive, obedient and malleable 
“publics”; and a level of international networking between 
parent and subsidiary public relations companies.   
 
Socio Conditions  
A context that PR was failing in the 1970s  
 Freeman  (219) discusses the fact that he has interviewed public 
relations and public affairs executives “in a number of organizations, 
and several who were active in the various PR/PA professional 
associations.  
 “Our publics don’t listen to us. They want to speak to someone who can 
make decisions. 
 “Investigative reporting has gotten out of hand. When the media call I 
am not sure if I should even talk to them. The press is impossible.  
 “What we have been doing for the past 20 years, and doing well, just 
isn’t enough these days.  
 “There is no reason to doubt the veracity of these sentiments. We take 
on trust that these are the views of senior practitioners, long serving 
and honest about the constraints and limitations of the field.”  
 
 
Economic conditions   
 An example is Eric White and Associates, the Australian arm 
of US public relations firm Hill and Knowlton, which had links 
to US-based Johns-Manville Corporation: “which became the 
biggest asbestos miner and manufacturer in the world” (Hills 
1989, 10). 
 
Asbestos Information Association 
 Non-profit publicity and promotions body which represents more 
than fifty American and Canadian firms” (McCulloch1986, p32). 
  Their activity included suppressing adverse publicity about the 
industry and deflecting attention from the health issues. Despite 
the moral and ethical implications for society, public relations 
was able to achieve their goals and objectives.  
 Haigh writes that in 1973 spokesperson for the Asbestos 
Information Association “Matthew Swetonic …insisted ‘The good 
news is, despite all the negative articles on asbestos-health that 
have appeared in the press over the past half-dozen years, very 
few people have been paying attention’” (2006, pp.110-111).  
 Did public relations firms such as EWA delved far deeper into 
unethical territory because of such associations?   
 
Cultural conditions  
 Corporate cultures within public relations  
 An overriding belief that the instrument of public relations 
could be used with impunity to stifle dissent by activists 
 PR had close proximity to centres of political power. 
EWA and Australian Secret 
Intelligence Service 
 Toohey and Pinwell discuss:   
“The fact that a public relations has a secret relationship with the 
Australian government also raises serious question of conflict of 
interest – questions which must cause concern to other PR 
companies and their clients. One objective of PR firm and 
lobbyists is to win favour for their customers with government 
ministers and bureaucrats. An aspect of this role was explicitly 
described in a book published for the American market by the 
world’s biggest PR company Hill and Knowlton: ‘Public relations in 
Australia...has been used to break down government or public 
resistance. There are examples of campaigns being conducted to 
achieve relations of government regulation that inhibit the sale of 
a product’”. (1989, 164).  
 
Conflict of Interest  
“By providing cover for ASIS spies – who routinely engage in 
deception misrepresentation, bribery and law-breaking – the 
Australian PR firm breached at least seven of the seventeen 
articles of this (Public Relations Institute of Australia) code of 
ethics” (Toohey and Pinwell 1989, p.164). 
My research:  
This is an emerging area of study for me.  
 
In investigating the relationship between PR to the growth of 
the asbestos industry I will focus on:  
 Resistance and protest movements 
 The lives of ordinary people  
 Labour relations  
 Class, gender, ethnicity and race  
 
 
 
Why is my research applicable  
 The suppression of information and creation of a climate of 
complacency has led to real world tragedy – deaths by 
asbestos production are high and are expected to grow;  
 
 I don’t believe that, within public relations, there is sufficient 
understanding of these events and that therefore the 
mistakes of the past could be repeated. An example is within 
the carbon pollution crisis and the social, economic and 
political response.   
My approach  
 Is situated in critical PR – in as much as I am looking through 
the critical paradigm at power relations – but there is also a 
cultural studies aspect to my work. I am looking at problems 
but not trying to find solutions – I am looking at phenomena 
and trying to understand them.  
 A critical public relations approach seeks to investigate the 
power relations within and through public relations “in 
stimulating emancipation and social change” (Daymon & 
Holloway 2011, 5).  
Knowledge reconstructions:  
 My research shows that we need to look at this from a global 
perspective. I am looking for new interpretations of these events.  
 The concept of “dialogue” hinges on access to good information – that 
is not what has happened in these cases. Instead it was inauthentic 
engagement with the public that sought to exclude them from 
knowledge – in search of a specific outcome – so its purpose was to 
shut down knowledge. 
 I ask if distinctive patterns emerge that were replicated in other risk 
producing industries.  
 I also would like to know more about how we understand the roots of 
this behaviour – and when did it first emerge ? 
 Need to look at policy failures in particular. 
  
Conclusion  
 There was social action in the 1960s, 1970s and 80s that 
was pointing society in new directions that might well have 
had different consequences for climate change – but instead 
PR chocked this mini renaissance and we changed direction. 
 The enormous back lash against PR can be explained by this 
analysis; for example, the slew of critiques that appeared in 
the 80s, 90s etc.   
 My contention is that when activism changes PR changes. 
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THE NEW ASIAN PACIFIC CENTURY: 
TOWARD AN HISTORICALLY INFORMED 
ASIAN MODEL OF PUBLIC RELATIONS 
Anne Gregory, Leeds Metropolitan University 
Gregor Halff, Singapore Management University 
The epistemology of 
‘generic principles and 
specific applications’ is 
enabling progress 
toward understanding 
public relations outside 
of the ‘West’? 
 
Two implicit assumptions are getting in 
the way.  
Assumption 1:  
history is teleological 
Publicity Public Information 
Two-way 
asymmetric 
Two-way  
Symmetric 
Assumption 2:  
the corporate sphere is universally dominant 
Even for Europe, these two 
assumptions are flawed. 
Both its public relations 
history and its dominant 
sphere are different. 
 
 
 
European PR history  
Origins:  
 
Public  
Sector 
Information 
Corporatist Turn  
late 19th          early 20th century                    post 1980’s 
Growth:  
 
Driven or contained by 
governments 
Two dominant spheres in European PR today 
Governance 
Sphere 
     Public 
Sphere 
Corporate 
Sphere  
Even for Europe, these two assumptions are 
flawed. Both its public relations history and its 
dominant sphere are different 
 
 
The European model PR (van Ruler, Vercic et al.) 
is ahistorical and consequently does not fully 
incorporate these indigenous specifics 
 
 
Toward an Asian-Pacific model of Public Relations  
 
 
• refutation of historical teleology 
• analysis of the indigenous histories 
of PR 
• a (temporary) suspension of the 
‘generic principles & specific 
applications’ 
 
 
 
 
Toward an Asian-Pacific model of Public Relations  
 
 
 
• meta-analytical periodization of 
all historiographies (51 
published sources) of public 
relations in Asian-Pacific 
countries 
• identification of  
origins/growth/turning points 
• identification of the dominant 
sphere 
 
Meta-Analysis of Asian PR historiographies  
India 1945 
China imperial/1978 
Taiwan 1949 
Singapore 1965 
Vietnam 1945/75 
Post-war Korea 
Post-war Philippines 
Thailand 1932 
Japan/Manchukuo 1932 
 
 
Post-colonial                            Growth by                   
Nation-building                         Governments 
Government-linked 
organisations grow  
PR in all countries, 
except Japan, e.g. 
Indian national 
industries 
Korea’s Chaebols 
China’s harmonious 
socialist society 
Singapore’s quest 
for national unity, 
growth policies in 
Thailand,Philippines 
Market liberalisation by 
governments and rapid 
entry of corporate PR,  
e.g. Vietnam 1986, 
Taiwan 1987, Korea 
1987, India 1990s, 
China 1990s, 
Singapore 1980s 
Entrance of 
Global PR 
Indigenous phenomena of Asian-Pacific PR 
aren’t anomalies within an otherwise 
teleological development. 
 
The profession in Asia-Pacific comprises a dual 
set of norms, structures and practices: one 
dominated by the national governance sphere, 
the other by the global corporate sphere 
 
 
 
 
 
 
Two dominant spheres in Asian-Pacific PR 
Local 
Governance 
Sphere 
Public       
Sphere 
Global 
Corporate 
Sphere  
Components of an Asian-Pacific model of PR 
THE NEW ASIAN PACIFIC 
CENTURY: TOWARD AN 
HISTORICALLY INFORMED 
ASIAN MODEL OF PUBLIC 
RELATIONS 
Thank  You 
 
Public Relations on Trial: 
U.S. Commission on 
Industrial Relations  
Investigation of Roles of John D. 
Rockefeller, Jr. and Ivy Lee in 
Colorado Coal Strike, 1913-1914 
 
Kirk Hallahan 
Colorado State University USA 
 
 
The Strike 
 
 
 

 
 
The Commission   
 
   
 
 
 
 
   
 
 
The  
Chairman 
Frank P. Walsh 
The Rockefellers 
 
First Hearing 
New York May 1914 
 Maj. Edward J. Boughton (for governor) 
 Judge Ben B. Lindsey and two miners’ 
wives (dispatched by labor interests) 
Ivy Lee 
 
 
Opinion                         
Magazines 
 Harper’s Weekly 
 Nation 
 Everybody’s 
 Collier’s 
 Chautauquan 
Second Hearing 
December 1914 - Denver 
 
 
John C. Osgood   Lamont Bowers  Elias Ammons 
 
Second Hearing 
December 1914 - Denver 
 
Third Hearing 
January 1915 – New York 
   
 
 
.   
 
   
 
 
Fourth Hearing 
May 1915 – Washington, DC   
   
 
 
The Advisers 
 
 
Ivy Lee 
William Lyon 
Mackenzie King 
Aftermath 
   
Importance of Hearings 
 First major exposé of American PR 
 Testimony created broad public 
visibility for Ivy Lee and public relations.   
 Lee and King were pivotal to success. 
 Walsh delayed remedies in Colorado -
-- and helped swing public opinion in 
favor of Rockefellers. 
 Historians owe much to Frank Walsh 
for providing details about Lee’s work.  
 
 
Dr Kevin Hora 
School of  Media  
Dublin Institute of  Technology 
Ireland, 1922 
Policing before 1922 
 
 
 
 
 Royal Irish Constabulary (L) - a paramilitary force 
 Targeted by nationalists and republicans in revolutionary 
period 
 Sister forces Black and Tans and Auxiliaries (R, 1st and 3rd 
from left) gained a reputation for brutality 
 Disbanded, 1922 
 
Replacing the RIC 
 Irish Republican Police – inefficient 
 An Garda Síochána  
 Servants of  the state 
 Separated from political influence 
 Politically impartial 
 Different views held by Cumann na nGaedheal 
(supportive) and Fianna Fáil (mistrustful) 
 
Promoting the Garda internally 
 3 journals: Iris an Ghárda, Guth an Gharda, The Garda 
Review 
 Promotional vehicle for the publicity seeking 
commissioner, Eoin O'Duffy (R) 
 Available only to Gardaí, not the public 
 Sought to ground the Garda in communities 
 Promoted the Garda's role in building the  
 state and nation 
 
 
Funerary propaganda – and celebration of  valour 
 An unarmed force – vulnerable to assassination, 
especially during the Civil War (1922-3) 
 Funerals of  murdered Gardaí were a vehicle for O'Duffy 
to rouse public mourning for fallen martyrs, and stiffen 
the force’s resolve 
 Scott Medal for Valour presented from 1924 
 4,000 guests at the first presentation 
 
 
Religion and the Garda 
 Overwhelmingly Catholic 
 Teetotalism imbued with religious significance 
 Concentration by the force against illicit distilling of  
spirits raised its efforts to that of  a moral crusade 
 Pilgrimages – Rome and Lourdes  
 Centenary celebration of  Catholic Emancipation (1929) 
and Eucharistic Congress (1932)  
 O'Duffy was Chief  Marshall for both 
 Gardaí as participants and police officers 
 
A bilingual force? 
•          Distinctive  
     orthography  
     of  the Irish  
     language 
 
 O'Duffy tended to massage figures regarding bilingualism 
 Native speakers were entitled to wear the Fáinne on their 
tunic 
 Learning Irish was voluntary, with compulsory classes for 
recruits! 
 Resistance to showing linguistic ability Gardaí  
 
Sport and the Garda 
 'The man who plays is bound to be a 
healthy and vigorous Guard' 
 National and international successes 
 Mainly national games (football, 
hurling, handball) or feats of  strength 
First Aonach an 
Gharda commemorative 
programme 
Conclusion 
Tom ok i  Kunieda,   
Ph D c andidate,   
Soph ia  Univ ers ity ,  Japan  
 
E-m ail :  t -k unied@s oph ia.ac . jp  
 
 
The Evolution of Tokyo’s PR:  
Case study of a local government 
Tokyo Prefectural Office, 1909 
http://www.ndl.go.jp/scenery/data/200/m.html 
1 
Introduction 
 
1. Local government as a PR history subject 
2.Method 
3.“Pre-modern” Government PR in  Japan 
4.History of Tokyo’s  PR 
1. Period of Rapid Modernization (1868 to 1900s) 
2. Period of Persuasion and Enlightenment (1900s and 1920s) 
3. Period of Militarization and Efficiency (1930s to 1945) 
5. Conclusion 
2 
1. Local government as a PR history subject 
 “Research focus and the level of analysis produce 
different types of history. The national or cultural 
tour d’horizon is going to be different to the story 
of a particular agency” (L’Etang, 2008: 330) 
 
 PR history tends to be told on a national level.  
 Many discussions about PR history often do not 
differentiate between the private and public sector. 
 Ancient examples of government PR practice have 
been pointed out, but in relation to “modern PR.”  
3 
1. Local government as a PR history subject 
 Government PR seem to have a long history.  
 “Public” sector inevitably communicate with the “public,” 
especially the local government. 
 Governments tend to institutionalize its services. 
 
 How, then, did PR emerge in the public sector? 
Specifically, how did a “PR” department develop in 
a local government? 
 How were the PR-related functions exercised 
before the establishment of a department?  
 
4 
2. Method 
 Case: Local government of Tokyo 
 Tokyo Prefectural Government (1868-1942), Tokyo City 
Government (1989-1943), Tokyo Metropolitan Government 
(1943-) 
 Period: 1868 to 1945 (main focus) 
 establishment of Tokyo government until end of WW2,  
right before the birth of a “PR” dept. 
 Literature and document review 
 History of organizational structure 
 Public administration (local government) studies, legal 
history studies, sociology, mass communications, etc. 
 
5 
3. “Pre-modern” (~1870s)  
Government PR in  Japan 
 Campaigns: Codes of Taika (701 AD) 
 Introduction of administrative and criminal codes, centralized 
government headed by the Emperor 
 Media: Kosatsu  
 Notice board for official orders, 700s~ 
 Personal network: Gonin gumi   
 Five-household group, 1597~ 
 Department: Yuhitsu  
 Correspondence department,  
6 
Image of “Kosatsu” from Wikipedia 
4-1. Period of Rapid Modernization 
(1868 to 1900s) 
 1868 Meiji Restoration 
 General Affairs Department> Correspondence Section 
 
 Challenge: Informing the public about the new legal 
system. 
 
 Change in mindset: Japanese version of “public be 
damned” to “public be informed”? 
 Traditional notifications often only told what not to do. 
 New notifications needed to be understood, as changes in 
society affected personal lives of people. 
 
7 
4-1. Period of Rapid Modernization 
(1868 to 1900s) 
 Shift from traditional to “modern” communication 
system 
 
 Outlawed Kosatsu (1873), a symbol of authority. 
 Establishment of official notification system (1876) 
 Utilized personal networks (i.e. designated local 
leaders became responsible for notifying 50 
households each) 
 Posted notifications on daily newspapers in Tokyo 
 First newspaper in Tokyo began in 1872, notifications were 
posted since 1876. 
 
 
 
8 
4-2. Period of Persuasion and Enlightenment 
 (1900s and 20s) 
 Challenge: Urban planning 
 how to deal with rising population, urbanization and 
increasing administrative workload 
 
 Virtually no change in 
PR-related departments 
 
 Slow development: 
conflicts in city council, 
public resentment, etc. 
 
 
 
 
 
9 
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Tokyo's Population (1872-
1952) 
 Measures were taken to gain public support 
 1914 “Tokyo Pavilion” at Tokyo Taisho Exposition 
 Introduced the city’s current and future projects 
 2.5 million visitors 
 
 
 
 
 1914 Published Overview of Tokyo 
 Mayor Shinpei Goto began its continuous  
publication in 1922 
4-2. Period of Persuasion and Enlightenment 
 (1900s and 20s) 
Yoshirou Sakatani 
 (1863-1941) 
10 
 Other important events 
1916 Publication of City’s independent public journal 
 Original journal sold not as a supplement to newspapers 
1919 City Planning Act 
 Limited rights of local residents for development projects 
 Public discussions and lectures to raise awareness 
1920 Survey report on public demand for the City 
 6,111 replies, demanding disclosure and reflection of public 
opinions 
1923 Great Kanto Earthquake 
 Emergency communication system, neighborhood association 
 
 
4-2. Period of Persuasion and Enlightenment 
 (1900s and 20s) 
11 
4-3. Period of Militarization and Efficiency 
(1930s to 1945) 
 Challenge: Wartime communication. 
 
1. Development of public journal 
 1916 First independent journal:  
official, legal announcements and reports 
 
 1928 Renewal: photo on cover, academic reports, 
official announcements, personnel affairs, city 
project overviews, local news, statistics, comments 
from the citizens (~1940), ads, etc 
 
12 
City’s first, independent  
public journal 
“Tokyo-shi Kouhou” 1916 
4-3. Period of Militarization and Efficiency 
(1930s to 1945) 
 1938 First publication of weekly journal 
 Articles on city’s current events, news,  
interesting facts about the city, contributions 
 Former public journal focused on official  
announcements 
    
 Citizen participation in publications and 
administration 
 Article contribution were accepted, public voices in 
newspapers were checked. 
 Requests for improvements were collected and shared. 
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Shisei Shuho,  
Nov. 15th, 1941 
4-3. Period of Militarization and Efficiency 
(1930s to 1945) 
2. Emergence of Information Department 
1934 Correspondence Department > Announcement 
Section 
 Kouhou kakari, first section to be devoted to the PR function 
 In 1932, 20 wards joined Tokyo City, which now included 35 
wards 
 
1939 Information Department 
 Function: gathering, organizing, coordinating and presenting 
information related to the city and drafting and distributing 
materials or hosting events that will promote citizen 
understanding towards the city.  
 De facto PR Department 
14 
4-3. Period of Militarization and Efficiency 
(1930s to 1945) 
3. Reorganization of Neighbor Associations 
Neighborhood associations formed in Tokyo naturally 
through wars, natural disasters and other difficult times 
 Farm villages and traditional neighborhood had their own associations 
but people in the city was often not organized. 
 Great Kanto Earthquake (1923) prompted neighborhood associations 
especially since people had to protect themselves. 
 
1939 Neighborhood associations were made official (part of 
government agency), membership became mandatory 
 100,000 associations were formed when population was 6 million. 
 Food ration, mutual surveillance, information sharing. 
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5. Conclusion 
Some implications from the case study 
1.One of fundamental government PR seems to be law 
notification 
 
2.Government’s need for understanding, support and 
active participation by citizens led to series of 
campaigns and reader-friendly publications 
 
3.Some conditions for the birth of a PR department 
included: major political change, urbanization, 
population increase, natural disasters, wars 
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5. Conclusion 
Some of the many questions that arise from the case study 
1.Why were some of the PR functions institutionalized 
instead of others? 
2.Who made the decision?  
 …questions that require in-depth research    
   
1.Was wartime experience really necessary for a PR 
department to emerge? 
2.Can level of urbanization or size of population be used to 
predict an emergence of a department? 
 …questions that require comparative research 
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Thank you for your attention! 
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Planting Messages:  
A Narrative Paradigm Analysis of the 
World War II Victory Garden Program 
Cheryl Ann Lambert, PhD. , Assistant Professor &  
Yuehan Wang, Master’s student, Boston University 
Planting messages: Introduction 
 OWI offset food shortages 
 War Gardens, Victory Gardens 
 Community, school, farm, yard 
 
 
Victory Garden program 
 Media: print, broadcast 
 Organizations: Libraries, schools, stores 
 Individuals: Trainers, scouts 
Theory: Narrative paradigm (Fisher, 1984) 
 As storytellers, people use differential reasoning to 
communicate & make decisions. 
 Reasoning—Narrative fidelity: If story rings true & Narrative 
probability: If story has coherence 
 Decisions—history, biography, culture, character 
 World comprised of stories we use to re-create reality 
Method: Historical case study 
 In-context investigation of phenomenon  
 (Fullerton, 1998;  Witkowski, 2007;Yin, 2008) 
 Primary, secondary data 
Primary data sources 
 Twelve posters (Eight OWI, 1943; three U.S. Food Administration, 
1943, one Bureau of Industrial Conservation, 1942) 
 Speech transcript (Bureau of Operations Office, c1942) 
 Progress report memo (Bureau of Intelligence,1943) 
 Canadian wartime poster study (Young & Rubicam, c1943) 
 Victory Garden promotional film (OWI,1944) 
Secondary data sources 
 Miller, C. (2003). In the sweat of our brow.  
 Ryan, K. (2009, November). Poster girls.  
 Yesil, B. (2004). ‘Who said this is a man’s war?’ 
 Witkowski, T. H. (2003). World War II poster campaigns. 
 
 
Method: Thematic analysis (Riessman, 2005) 
 Read, group thematically  
 Read for frames 
 Alternating analysis 
 Self-memoing 
 Discuss patterns, categorize 
 Finalize themes 
 
 
 
 
Findings: Primary sources 
 Emotional appeals 
 Calls to action 
 War words 
 Ambiguous message 
framing 
 Source credibility 
 
Discussion: Secondary sources 
 Nostalgic appeals 
 Participation encouraged 
 Sense of urgency 
 
 Soaring language 
 Women targeted 
 Source identification 
 
Conclusion: Implications 
 Victory Garden stories: troops fighting recreated as 
civilians serving; People could use reasoning to 
deconstruct ambiguous messages. 
 Fidelity: family images of rang true 
 Probability: Connectedness 
Thank you: Any questions? 
 
Learning from the past 
to develop the future of 
PR 
 
by Lucy Laville 
Senior Lecture  
Leeds Metropolitan University 
 
 
Legitimacy to operate 
 Building up a profession is a way of ensuring 
the legitimacy, or taken for grantedness, 
through an institutionalisation of the power 
that members of that profession exercise 
(Merkelson, 2010, p127). 
 
Brief history of Professions 
 Professions of law and accountancy have developed 
in such a way that legislation and democratic 
governments cannot operate without their expertise  
 ‘clans within the wider social structure, operating 
within the boundaries of democracy’, using ‘socially 
constructed characteristics of trust, homology and 
reputation’ (Hanlon, 2004).  
Developing control and influence 
 Professional work was less about 
entrepreneurialism and more about protecting 
jurisdiction and specialist expertise.  
 These areas of expertise were established up to 
a century ago when accountants and lawyers 
claimed auditing and conveyancing as key 
specialisms. (Hanlon, 2004) 
Becoming indispensible… 
 These specialisms shaped the external 
environment and legislation to become 
essential components of business 
transactions and exchange.   
 The social and reputational capital of the 
clans enabled these professions to enhance 
their role in society.  (Hanlon, 2004) 
 
Fast forward to the 21st Century 
 ‘Chief executives see senior communications 
leaders as being more influential today than 
ever before.’  
(The Arthur Page Society, Authentic Enterprise 
White Paper, 2008).  
 
PR’s legitimacy to operate 
 ‘Often the degree of influence and power 
held by PR practitioners are leading factors 
in determining CEOs’ decisions of granting a 
role within the dominant coalition’ (Berger, 
2005, cited in Valentini, 2010, p158)  
Social capital v established practice 
 As PR’s status in organisations increases is it 
less to do with legislation and established 
practice and more to do with the social 
capital of the individual practitioner? 
 Having extended personalised networks of 
influence is an asset for a career conscious 
PR practitioner’ (Valentini 2010) 
 
PR in the UK boardroom 
 6 percent senior practitioners members of 
management team 
 51 percent report to CEO  
(Gregory and Edwards, 2011) 
 
‘the dominant coalition be  
educated to appreciate the  
potential of public relations’  
(Grunig, 2006).  
CEOs are crucial to PRs success 
 Degrees of influence and power held by PR 
practitioners are  leading factors to determining 
CEOs decisions to grant access to dominant 
coalition (Valentini, 2010) 
CEOs….. 
 CEOs recognise ‘under-invest in PR and that if 
there were the right measures to evaluate its 
contribution, they would spend more’ (Gregory and 
Edwards, 2011) 
 
 PR has come a long way in ten years but still 
considered a soft discipline rather than core for 
many organisations. 
Arthur Page Society, 2008 
 CEOs see importance of communications likely to 
increase in future 
 Skills and attributes they seek in PR have expanded 
– experience is not enough 
 Business savvy, deep understanding of companies 
from top to bottom 
 Interactive comms is the future of the profession 
 CEOs see comms as critical to their team. 
(The Arthur Page Society, Authentic Enterprise White Paper, 2008).  
 
 
Comms more complex and essential 
 Challenges and opportunities for corporations thrust 
into global spotlight are catalyst for PR to rethink its 
role and purpose and need for strategic sustainable 
relationships (IPRA 2008) 
PR’s role has already been 
enhanced by: 
 Technology revolution 
 Subsequent globalisation 
 Vulnerability and expore of CEOs  
 Sustainability agenda 
 
Better education key to 
professional standards… 
 Measurement for effectiveness, objectives, global 
standards, ethics and professional certification, like 
law and accounting, is a way to legitimise PR.  
(Merkelson 2011) 
Not just being called to the top table when there is a 
issues and crisis management responses required. 
Drivers in the boardroom 
 Economics theory like Agency Theory – shareholder 
and profit is king 
 Changes to the environment are challenging 
traditional post war boardroom theory, closer 
association with Elkington’s ‘Triple Bottom Line’ 
 Power of stakeholders is growing due to technology, 
media and global barometers that measure good 
practice. 
 
PR’s role: 
 To recognise the challenges in the boardroom 
around transparency and legitimacy 
 Understand conflicts of interest – shareholder v 
stakeholder 
 Interpret the environment 
 Maintain a degree of detachment 
 Have multiple vision – be the antagonist 
‘The future is unknowable yet recognisable’ (Derina et 
al 2009) 
Corporate Governance 
 Business is being scrutinised on a range of levels – 
sustainability and ethics comes from good corporate 
governance 
 Recent financial crisis demonstrates one-sided 
globalisation of market economy and lack of financial 
and social governance. 
Triple bottom line 
 Governance should focus on economic, social and 
environmental issues – triple bottom line (Elkington, 
1997). 
 This is increasingly challenging economic theory in 
the boardroom. 
 There is a need for a thorough review of the 
relationships between market, state and civil society 
and the design of new models of governance    
(Martinelli, 2010) 
Corporate Governance 
 A single focus on shareholder optimisation 
can endanger company competitiveness and 
survival (Martinelli, 2010) 
 More than ever companies have realised the 
need to manage their complex set of 
stakeholder relations proactively (Drews, 
2010) 
What does this mean for PR 
 Places PR at the heart of the boardroom? 
 PR academics and practitioners need to recognise 
the complex relationships at play in the boardroom 
 Professional body (CIPR) and trade body (PRCA) 
action to engage with business IOD and CBI, 
influence CEO training on stakeholder engagement 
 PR Education needs to focus on business objectives 
and strategic evaluation! 
 
 
 
Best practice: 
 Marks & Spencer: sustainability includes 
more subtle, subjective engagement with 
stakeholders that leads to outcomes that 
directly influence strategic performance and 
direction.  
 
The challenge… 
 identify a profession that can harness this 
less obviously tangible approach to 
stakeholder engagement and align it with the 
tangible sustainable measurements and 
reporting, to influence strategic direction.   
 Instinctively two way communication and 
stakeholder engagement embedded in best 
practice is public relations, or corporate 
communications?   
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Edward Bernays 
and Freudian group psychology 
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Bernays and his image 
• Although not the founder of the public relations 
industry, Bernays is one of its foremost pioneers and, 
according to some, its true father. Widely recognized, 
he is the only PR practitioner among the one hundred 
most influential Americans of the last century, listed in 
1990 by Life magazine. 
• Part of this recognition comes as a result of his talent 
for unabashed self-promotion. A PR consultant quoted 
by Tye (2001, p. 237) summarizes this talent by saying: 
“My overall impression of Bernays is that he only had 
one client, and that was Edward L. Bernays.” 
• And one fundamental element of the image Bernays 
projects of himself is his association with Freud. 
Bernays and the Freud connection 
• For other names with outstanding contributions to the 
history of public relations, such as Ivy Lee and Walter 
Lippmann, Freud is undoubtedly an important 
reference too. In the case of Bernays, however, the 
connection goes deeper. 
• Born in Vienna, in 1891, as a double nephew of Freud 
(his father, Ely, being a brother of Freud’s wife Martha, 
and his mother being Freud’s sister, Anna), when he is 
one year old his parents decide to settle in the United 
States, where he spends his life and builds his career. 
• Throughout his life, though, Bernays keeps himself in 
touch with his illustrious uncle and is keen to boast 
that. Being known for dropping Freud’s name in every 
conversation, he is derided by playwright Henry Denker, 
in the April 19th, 1961 issue of Variety magazine, as a 
“professional nephew.” 
Bernays/Freud: a two-way relationship 
• Arguably, they have a two-way relationship, seeing 
that Bernays takes care of the American edition of 
Freud’s works, which generates for the latter a 
money flux in a strong currency. 
• In the case of Bernays, the question here is what he 
really derives from Freud, besides some prestige. 
• But, before assessing this influence, it is necessary 
to consider the context of mass psychology more 
broadly. 
The rise of mass psychology 
• In the wake of the industrialization, the nineteenth 
century brings about an intensification of the 
urbanization process. 
• The ensuing indeterminacy of social life is captured by 
modern sociology via, for example, Durkheim’s concept 
of anomia. 
• In the same vein, it becomes fashionable among 
pundits, in the end of the century, the analysis of the 
behavior of the crowds, which, concentrated in 
metropolises, had taken center stage, sometimes 
through revolutionary movements. 
Gustave Le Bon’s mass psychology 
• In the new field of mass psychology, French social 
psychologist Gustave Le Bon leads the way. Published 
originally in 1895 and translated into English in the following 
year, his book The crowd: a study of the popular mind 
resonates with widespread anxieties, quickly attracting a 
readership well beyond the academic circles. “The destinies 
of nations are no longer prepared in the councils of princes, 
but in the soul of the masses,” says Le Bon (2010, p. 2). 
• The problem, from his point of view, is the irrational nature of 
the crowd, in which the unconscious predominates over the 
conscious mind, suggestion and contagion channel feelings 
and ideas in the same direction, and an urge is felt to put 
these feelings and ideas immediately into action. “By the 
mere fact that he forms part of a crowd, a man descends thus 
several rungs in the ladder of civilisation” (ibid., p. 14). 
Gabriel de Tarde’s mass psychology 
• If, for Le Bon, “the age we are about to enter will in truth be 
the era of crowds” (ibid., p. 2), for his fellow countryman and 
friend, the sociologist Gabriel de Tarde (1910, p. 11), the 
crowd is in fact “the social group of the past,” to which he 
opposes the public as “the social group of the future.” 
• What enables the rise of the public is the dissemination of the 
press; while the crowd involves physical proximity and is 
ephemeral, the public has a virtual and more stable character. 
To change the focus from the crowd to the public marks a 
crucial shift of perspective, since it becomes easier to tame 
the dangers of mass mind. 
• And the agents of this process are people strategically placed, 
contradicting the idea that democracy would entail the 
demise of individuality: “The large conversions of masses are 
now operated by the journalists” (ibid., p. 28). 
Freudian mass psychology 
• In his Group psychology and analysis of the ego 
(Massenpsychologie und Ich-Analyse, 1921), Freud 
(1922) begins with observations made by Le Bon 
and articulates them with his own psychoanalytic 
insights. 
• Although he agrees with Le Bon concerning the 
irrationality of the crowds, for him crowds are not 
irrational per se. Their behavior has to do with 
unconscious processes, the same processes which 
psychoanalysis detects in an individual. 
The role of libido 
• In the mass psychology prior to Freud, there is a 
mysterious force that bonds one individual to another 
within a group, which Le Bon calls contagion and Tarde 
calls imitation. 
• According to Freud, this force is the same libido present 
in the ego and which can be invested in objects of love, 
with the difference that the libido which unite a group 
is diverted from sexual aims (the exact same thing 
occurs in hypnosis, which differs from a group because 
it involves only two people). 
• But how libido comes to perform the role of a bond 
within the group? The answer lies in the mechanism of 
identification. 
Horizontal and vertical identification 
• In the Freudian construction, horizontal identification 
among the members of a group takes place around a 
shared symptom: the vertical identification of each 
individual with the leader. “It is impossible to grasp the 
nature of a group if the leader is disregarded” (ibid., p. 
85). 
• As a target of identification, the leader represents an 
idealized version of the subject, replacing, for each 
follower, his own ego ideal. 
• Thus, “a primary group of this kind is a number of 
individuals who have substituted one and the same 
object for their ego ideal and have consequently 
identified themselves with one another in their ego” 
(ibid., p. 80). 
Outsourcing control in a group 
• Since the ego ideal (the heir of the relationship with the 
parents, which Freud will later call superego) is an instance of 
control, the fact of replacing them by an outer object has the 
effect of disabling self-control – or, more precisely, of 
outsourcing control. 
• In the case of organized, “artificial” groups, like the army and 
the church, the group ego which replaces the ego ideal is 
relatively stable and rigid – but, even so, control applies there 
only in some areas. In other cases, like those of ephemeral 
crowds which gather in the street, with a very informal 
leadership, the group ego is looser. 
• This explains why otherwise perfectly rational individuals may 
behave wildly when banded together in a crowd, where "the 
individual is brought under conditions which allow him to 
throw off the repressions of his unconscious instincts" (ibid., 
9-10). They revert then to a state equivalent to that of so-
called primitive people, children, and dreams. 
Bernays and unconscious motivations 
• Bernays stresses the fundamental importance of 
unconscious motivations in order to explain human 
behavior. 
• This means that, for him, the most efficient way to 
reach people is to appeal to these motivations: “This 
general principle, that men are very largely actuated by 
motives which they conceal from themselves is as true 
of mass as of individual psychology. It is evident that 
the successful propagandist must understand the true 
motives and not be content to accept the reasons 
which men give for what they do” (Bernays, 1928, p. 
52). 
Bernays and the recourse to leaders 
• As a way to control the masses, Bernays recommends 
the recourse to leaders. 
• “Clearly it is the intelligent minorities which need to 
make use of propaganda continuously and 
systematically. In the active proselytizing minorities in 
whom selfish interests and public interests coincide lie 
the progress and development of America. Only 
through the active energy of the intelligent few can the 
public at large become aware of and act upon new 
ideas” (ibid., p. 31). 
• The idea is to identify potential leaders and try to gain 
access to the population at large through them. 
“Torches of Freedom” 
• Both strategies are illustrated by one of Bernays’s most 
remarkable feats as a consultant, a publicity stunt 
commissioned by the American Tobacco Company in order to 
stir up the habit of smoking among women. 
• With the support of A. A. Brill, a pioneer of psychoanalysis in 
the United States, Bernays proposes to deal with the cigarette 
as a phallic symbol and bases his game plan on the 
assumption that cigarettes, until then consumed mostly by 
non-reputable women, should be associated with female 
emancipation – a way for a woman to bear a phallus of her 
own – and hence with the women’s rights agenda. 
• To do so, he arranges an event during the Easter Parade, in 
New York, in 1929, in which women elegantly dressed walk 
down Fifth Avenue puffing at Lucky Strike cigarettes, 
announced as “torches of freedom,” an expression Brill had 
come up with. 
“Torches of Freedom”: preparations 
and outcome 
• Everything is carefully staged in consonance with previous 
instructions: the participants are attractive but non-
professional-model women, some of them are accompanied 
by men, they reach for their cigarettes in a seemingly 
spontaneous way, and a photographer stands nearby to 
register scenes which the press eventually misses. 
• In the end, newspapers all over the country run the story, 
polemics ensue, and concrete results are achieved – shortly 
thereafter, for example, Broadway theaters begin to admit 
women to their smoking rooms. 
• In this event, the phallic suggestion points out to the 
unconscious motivations, while the performance of the 
female models – and of Bernays himself, who remains in the 
sidelines – cast them as leaders. 
Formation of an artificial crowd (I) 
• In the wake of Freudian mass psychology, this episode 
shows how a provisional group – not unlike Le Bon’s 
ephemeral crowd – is formed insofar as people are 
stimulated, at the same time, to follow a leadership 
and to obey its unconscious desires. 
• As a matter of fact, the lesson may not had been 
extracted directly from Freud, since Bernays had 
developed both a good practical experience and a good 
theoretical background on mass psychology and 
techniques of persuasion, aside from the fact that 
psychoanalysis was well disseminated in the Zeitgeist 
(we know, for instance, that Walter Lippmann, a crucial 
influence on Bernays, draws on Freud as well). 
• Anyway, the aim here is to show that Bernays’s modus 
operandi is utterly compatible with Freud’s reflections. 
Formation of an artificial crowd (II) 
• Things take place as if, knowing that crowds behave the 
way they do because of the link to a leader and of an 
unconscious backdrop, Bernays decides to mimic this 
behavior. 
• His artificial crowd, planned from the outside, as it was 
made in a laboratory, has almost all the features of a 
spontaneous crowd, whose workings denote emotional 
content, suggestion, contagion, disposition to 
immediate action – everything connected with the 
influence of a leader. 
• Its peculiarity, owing to an artificial nature, is that its 
aim is channelled in order to support a cause, in this 
case to modify cultural assumptions and habits in order 
to promote the consumption of a specific product. 
Virtual leaders and appeal to unconscious 
• Concrete leaders, who are visible to the crowd and with 
whom the crowd may interact, are subject to a 
problematization, since tensions may intervene in this 
interaction. 
• With virtual leaders, which remain behind the scenes or act 
through media, advancing leading ideas as their avatars, the 
manufactured crowd has no dialectical relationship. 
• This favors the strengthening of the group ego, which is 
tantamount to a debilitation of the ego and to a strong 
external grip on the crowd. In a certain way, a direct 
connection is established between the virtual leaders and the 
unconscious of crowd members. 
• The compensation earned by these people is a gratification of 
libidinal nature, bolstered by the straightforward exploration 
of unconscious motivations. 
Difference between Freud and Bernays 
• With his artificial crowd, which put Freud’s findings to work, 
Bernays connects in a way the irrationality of Le Bon’s crowd 
and the domesticability of Tarde’s public. Where would be 
located then the difference between the approaches of Freud 
and Bernays? 
• We could say that, while the first wants to understand crowd 
behavior, the latter wants to appropriate such understanding 
in order to reproduce this behavior. 
• On the one hand, one of the psychoanalytic basic tenets is to 
make patients more conscious of their unconscious – as Freud 
famously states, “Wo Es war, soll Ich werden,” which may be 
translated into English as “Where id was, there shall ego be.” 
• On the other hand, for the “counsel on public relations” or 
“practicing social scientist,” as Bernays liked to be called, what 
is unconscious should remain so, since it is instrumental 
exactly this way. 
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